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PREFACE 
Blade i s a Consumer non du rab le p roduc t which does no t have 
a l a r g e market i f we t ake i n t o c o n s i d e r a t i o n t h e va lue but 
c o n s i d e r i n g t h e volume i t i s a q u i t e b i ^ . In I n d i a , the o v e r a l l 
b lade market i s wotrth Rs«90 c r o r e s approxixaately bu t volumevvise 
I n d i a ' s b l ade market i s the v ;or ld ' s l a r g e s t (presumably o u t s i d e 
Ciiina). 
The whole Ind ian market i s shared by t h r e e companies 
M a l h o t r a ' s , ISPL and Wiltech Ind i a L td . 
Through t h e d i s s e r t a t i o n , an e f f o r t has been - unde r t ak ing 
by me to s tudy the consumer a t t i t u d e towards Brand p r e f e r e n c e 
and Brand Loyal ty shairing b ladgeg . 
The f i r s t c h a p t e r g ive s a b r i e f I n t r o d u c t i o n t o t h e concept 
of "Blade" as a product and the concept of "Buying Behavior" 
and a t t i t u d e r e s p e c t i v e l y . 
Second c h a p t e r d e a l s Research des ign and methodology, v.'hich 
c o n t a i n s purpose of the study , o b j e c t i v e of the s tudy , hypoth-
e s i s fo rmula t ion e t c . 
The t h i r d chap t e r g i v e s d e t a i l s of t h e a n a l y s i s and i n t e r -
p r e t a t i o n fol lowed by t h e f i n d i n g s of t h e s tudy . 
The f o u r t h and the l a s t c h a p t e r shows conc lu s ion wi th t h e 
marke t ing i m p l i c a t i o n s based upon the r e s u l t s ob ta ined out of 
t h e s t udy . 
C H A P T E R - I 
INTRODUCTION 
Consumer Buying Behaviour 
INTRODUCTION OF RAZOR BLADES 
P r e - h i s t o r i c cave drawings i n d i c a t e t h a t e a r l y 
shaving implements included c l a m - s h e l l s , s h a r k ' s t e e t h 
and sharpened f l i n t s . F l i n t s a r e s t i l l used by t h e 
p r i m i t i v e t r i b e s in c e r t a i n p a r t s of t h e wor ld . Some 
of t h e r a z o r s found in t h e Egypt ian tombs of the 4th 
mi l lenium B.C. a re of s o l i d gold o r copper . Nobles of 
l a t e r Egypt ian h i s t o r y , who wore wings , shaved t h e i r 
heads as we l l as t h e i r f aces wi th r a z o r s whi le p r i e s t s 
used t o shave t h e i r e n t i r e body every t h i r d day. Exca-
v a t i o n of I r on Age s e t t l e m e n t s in Western Europe and 
Great B r i t a i n have e s t a b l i s h e d t h a t w a r r i o r s were b u r r i e d 
wi th t h e i r r a z o r s as we l l as t h e i r swords. 
Safe ty Razors have a guard along edge and they are 
the f o r e r u n n e r of t h e modern s a f e t y r a z o r . Sa fe ty Razors 
were f i r s t a d v e r t i s e d in t h e S h e f f i e l d D i r e c t o r y f o r 1828. 
In 1880 a hoe-shaped s a f e t y r a z o r was manufactured in the 
United S t a t e s . S h o r t l y a f t e r the beg inning of t h e twen t ee th 
c e n t u r y . King C, G i l l e t t e p a t e n t e d and began t o manufac-
t u r e in t h e United S t a t e s a s a f e t y r a z o r wi th d o u b l e -
edged r e p l a c e a b l e b l a d e s , which became very p o p u l a r . In 
t h e e a r l y 1960*s, manufac ture rs in s e v e r a l c o u n t r i e s 
*Source : Encyclopaedia B r i t a n n i c a Volume 17, page 1197. 
produced stainless steel blades for safety razor that had 
the advantage of longer usage than the older steel blades. 
Razor blade is the most commonly used device all over 
the world by the persons who shave. Presently they ar« avail-
iable in two types : 
a) Double- edged Blade; 
b) Twin- blade system. 
The former one i s the older type of blade t h a t came into 
the market in l a t e r p a r t of the nineteenth century. The twin-
blade system i s a new type, having both the edges on one side 
here two blades are posi t ioned one over the o ther with a s l i g h t 
gap between them. The lower blade ac t s as a locking device 
while the upper blade does the cu t t ing of h a i r giving a smooth 
shave, therefore i t s performance i s high as compared t o the 
double edged blade which i s simple f l a t one with edges on 
opposite s ides . The other advantage of twin-blade i s t h a t i t 
i s comparatively safe because of the s l an t ing pos i t ions of 
the blades and also the blades are t o a large extent covered 
fay the p l a s t i c jacket which ac t s as a p ro tec t ive shie ld 
against the cut . Since both the blades in the twin-blade are 
fixed in the p l a s t i c jacket , one does not have to worry 
about cuts during the shave. Both type of blades are made up 
•Source: Guidelines for industry , 1974-75, Government of 
India , Ministry of I n d u s t r i a l Development, New Delhi. 
of cold r o l l e d h igh carbon s t a i n l e s s s t e e l s t r i p s . These 
s t r i p s a re f l a t t e n e d by Spec i a l bonded g r i n d i n g wheels and 
are then coa ted wi th chemicals l i k e t e f l o n , f l u o n , vydax e t c . 
b e s i d e s o t h e r p o l i s h i n g compounds. The chemica l s a r e used t o 
i nc rea se t h e e f f i c i e n c y t he r eby i n c r e a s i n g t h e performance. 
The most commonly used chemicals nowadays i s t e f l o n which 
h e l p s in t h e p r o t e c t i o n of edges . 
Besides being used f o r shaving pu rpose , t h e dot ible-
edged b l a d e s a re used in sc i ence l a b o r a t o r i e s where i t i s 
used f o r s c r a p i n g and s l i c i n g t h e o b j e c t s . Thus, b a s i c a l l y 
i t i s an implement used most commonly f o r shaving and i t i s 
f r e q u e n t l y used f o r c u t t i n g and shaping women's h a i r , 
SCENARIO OF BLADE INDUSTRY IN INDIA*; 
Not a long ago, t h e shaving b l a d e s a r e manufactured by 
Hindustan Lever L t d , , Ind ian Shaving Produc t s L imi ted , and 
t h e House of Ma lho t r a s , L a t e r on t h e b l ade b u s i n e s s of 
Hindustan Lever Ltd . was t a k e n over by the IrxJian Shaving 
Produc ts Limi ted , many on lookers f e l t t h a t t h e i n d u s t r y was 
going t o see t h e cu t t h r o a t compe t i t i on between the ISPL 
•Source : Bus iness I n d i a , November ' 87 i s s u e . 
and the Malhotras, The Malhotras are the leading manufacturer 
of blades and account for more than 50% of the t o t a l i n s t a l l e d 
capaci ty of 353 c rores . The Malhotras have cont ro l of 84% 
of the t o t a l market worth over RS. 100 crores a year a t the 
r e t a i l l e v e l . On the o ther hand ISPL has a backing of world 's 
top most blade manufacturer Gi l l e te of USA tohose t o t a l sa les 
exceeded Rs. 3,653 crores before l a s t year . 
The pos i t ion on which the Malhotras stand a t present 
i s due to t h e i r well formulated and planned s t r a t e g i e s . At 
one time they introduced temporarily a new brand. Champion 
(which i s pr iced cheaper than t h e i r cheapest Bharat blade) j u s t 
to beat down the canpet i to rs present in the market. I t i s 
evident tha t Esquire was introduced to resemble Erasmic, 
•Saat Baje* to resemble ISPL's TO* Clock,. Wilton t o resemble 
'Wilman, the horse logo of Gallant , c losely resembled Wil tech 's 
horse logo for t h e i r Savage brand. The Malhotra are well e s t a -
bl ished since i t i s the 38th year in progress of t h e i r e s t a -
bl ished since i t i s the 38th year in progress of t h e i r e s t a b l i -
slhraent, the Malhotras now have manufacturing un i t s in seven 
p laces , depots in 13 big c i t i e s and products for every market 
segment. The Malhotraa have a un i t s capacity of 184 crores 
p ieces a year as compared t o meagre capacity of 17 crores 
of Wiltech or 50 crores p ieces of ISPL and Sharpedge put 
toge ther . The blade business i s a high volume, low margin 
bus iness , t h i s i s c l ea r frcra the fac t t h a t the Malhotras in 
1985(la tes t avai lable f igures) notched up a p r o f i t a f t e r tax 
of j u s t Rs. 56 lakh on s a l e s of fe. 47 c r o r e s and t h e p r o d u c t i o n 
was of 17 c r o r e s u n i t s of b l a d e s . Thus p r o f i t comes out around 
3 p a i s e p e r 10 b l a d e s on an average . 
Sharpedge company i s acqui red by t h e ISPL with a 
l i c e n s e d c a p a c i t y of 45 c r o r e s b l a d e s a y e a r and i n s t a l l e d 
c a p a c i t y of only 32 c r o r e s , s i n c e ISPL's own c a p a c i t y i s 
17 c r o r e s , t o t a l i n s t a l l e d c a p a c i t y come out t o be 50 c r o r e s 
u n i t s which cannot be compared by more than t h r i c e t h e capa -
c i t y of Malho t ras . To cope wi th t h e s i t u a t i o n , iSpL dec ided 
t o c o n c e n t r a t e on few b rands i n s t e a d of every b rand . 
Through v a r i o u s su rveys , i t i s found t h a t I n d i a n Market of 
double-edged b l a d e s i s around 60-70%, ISPL dec ided t o conc-
e n t r a t e on t h i s t ype of b l a d e . I t was a l s o found t h a t 80% 
of t h e market i s s e r v i c e d by b l a d e s c o s t i n g between 50 p a i s e 
t o 1 Re, t he iSPL decided r i g h t from t h e s t a r t t o p o s i t i o n i t s 
p r o d u c t s in t h i s n i c h e . 
Brand Name Company P r i c e 
7 '0* Clock E j t e k ISPL 67 p a i s e 
Super S t a i n l e s s 
Super Pla t inum - d o - Rs. 1.05 p a i s e 
Erasmic Sharpedge 25 ,47 , 75 p a i s e 
•365 ' - d o - 35 p a i s e 
Thus ISPL decided t o fix the p r i c e of '365* between 
40-45 p a i s e and fo r Erasmic Supreme between 50-55 p a i s e 
in order to avoid the weak presence of a l l the brands and 
to have a s t ronger presence in a careful ly se lec ted segments, 
Wiltech ca t e r s four brands v i z . Wilraan, Savage, Wiledge and 
Wiltedge Gold ranging from 46 paise to Rs. 2. According to ORG 
survey, ISPL and Sharpedge have a p a l t r y 12% share of Indian 
mcirket as shown below. 
7*0' Clock S ta in less 3.2% 
-do- Platinum 1.8% 
•365' 5% 
Erasmic Supreme 2% 
12% 
In order to minimize the r i s k , ISPL has plans to 
d ivers i fy in to t o i l e t r i e s and wri t ing mate r ia l s with technica l 
know hov; of G i l l e t t e , 
The products of Wiltech are Savage, Wiltedge, Wiltessa 
and Wilzar as double-edged b lades , Wilman I I shaving system 
in twin t r a c k shaving blade. I t has a technica l co l labora t ion 
with the Wilkinson Sword Ltd . , England. 
CONSUMER BEHAVIOUR & BUYING PROCESS IK THE PRESENT STUDY 
"Consumer behaviour i s t h a t behav iour e x i h i b i t e d 
by people in p l a n n i n g , pu rchas ing and using economic 
goods & s e r v i c e s " . 
The investment war has moulded t h i s phenomena and 
g e n e r a l l y a l l t h e f i rms c u r i o u s now t o know t h e 
consumer behav iour t h a t on which ground and v/hat l e a d i n g 
f a c t o r s i n c l i n e s a customer t o choose a goods, 
A f i rm t a k i n g i n t o account v a r i o u s f a c t o r s l i k e 
p s y c h o l o g i c a l , l i t e r a c y & i l l i t e r a c y , economic c o n d i t i o n s 
s o c i o l o g i c a l f a c t o r s , s c i e n t i f i c advancem.ent, r e l i g i o n & 
r i t u a l s , q u a l i t y produc t p r i c e and supply e t c , make a 
r e s e a r c h and on t h e b a s i s of r e s e a r c h a f i rm produces 
a goods and b r i n g i n t o market c o m p e t i t i o n . For example 
GANGA soap- A Godrej p roduc t has become a p i o u s among 
orthodox Hindu, In t h e adver t i semen t and on t h e 
wrapper i t i s shown and w r i t t e n t h a t t h i s p a r t i c u l a r 
soap c o n t a i n s t h e sacred Ganga v^ater and t h e r i v e r 
Ganga i s sac red and used a t t h e many occas ion and 
r i t u a l s . This i s an example of market r e s e a r c h t a k i n g 
t h e view of f a i t h in the p a r t i c u l a r major s e c t o r . 
T e c h n i c a l l y , s t i m u l u s - r e s p o n s e model i s t h e f i r s t , 
in t h e p r o c e s s . In t h i s market ing and o t h e r s t i m u l i 
en te r the market "Black Box" and produce c e r t a i n 
response. The s t imul i i s of two types . The f i r s t 
i s the marketing s t imul i and cons i s t of four p ' s i . e . 
(1) Product (2) Price (3) Place (4) Promotion. The 
second s t imul i cons i s t s of major forces and events 
in the buyers environment t ha t i s technologica l , 
p o l i t i c a l and c u l t u r a l . All these s t imu l i pass through 
the buyers black box (general l a buyer box said t o 
be t-wo buyer ' s s p e c i l i t y . Buyer's c h a r a c t e r i s t i c s and 
buyer ' s decis ion process ) and produce ce r t a in buyer ' s 
responses l ike product choice, brand choice, dea le r 
choice, purchase timing and purchase amount. The 
marketers t a sk i s t o xmderstand what happens in the 
buyer ' s black box has two components (l) f i r s t the 
buyer ' s c h a r a c t e r i s t i c s have a major influence on how 
he/she r eac t s t o the s t imul i , (2)The buyer ' s decis ion 
process influence the out come. 
Outside St imuli 
Marketing Other 
Product Economic 
Price Technolo-
g ica l 
Place P o l i t i c a l 
Promotion Cul tura l 
Buyer's black 
Box 
Buyers 
Charac-
t e r i s t -
ics 
Buyer's 
Response 
Buyer's Product Choice 
decis ion Brand , , 
process Dealer , , 
Purchase Timing 
Purchase amont 
BUYER BEHAVIOUR iMODEL 
EiETERMINMTS OF CONSUMER BEHAVIOUR: 
There are two many fac tors l i k e Personal , c u l t u r a l 
soc ia l & psychological f ac to r s e t c . t ha t cont r ibute t o 
a consumer in the purchase decis ion of a goods & se rv ices . 
CULTURAL 
SOCIAL 
Culture 
Subculture Befrence 
Social Group 
Classes Family 
Role of 
Statuses 
PERSONAL 
Age and life 
Cycle style 
PSYCHOLOGICAL 
Motivation 
Occupat ion 
Economic 
Circumstances 
Life style 
Personality &. Attitudes 
self concept 
Perception 
Learning 
Bliefs & 
BOYER 
CULTURE : 
This is an important part of life that ultimately 
also affects the consumer behaviour consist of culture, 
sub culture and social class. 
Culture : 
Culture for consumer behaviour cons i s t s in the 
sense of th inking, doing, and having of va lues , be l i e f 
and ideologies and norms and mater ia l consianption 
a c t i v i t i e s are dea l t by these forces which are under 
the family and other i n s t i t u t i o n s . 
sub c u l t u r e : 
^ o n g t h e c u l t u r a l groups t h e r e are d i v i s i o n s in 
the foffra of sub c u l t u r a l groups t h a t can be d i s t i n g u i s h e d 
as n a t i o n a l i t y g roups , r e l i g i o u s g roups , r a c i a l groups 
and geograph ica l group. In t h i s case a p roduc t choice 
a l s o based over t h e s e and hegemony in purchase d e c i s i o n 
i s i n t e g r a t e d so s t r o n g , 
SOCIAL CLASS : 
S o c i a l c l a s s a re r e l a t i v e l y homogeneous and 
endur ing d i v i s i o n s in a s o c i e t y which i s h i e r a r c h i c a l l y 
ordered and whose members sha re s i m i l a r v a l u e s . S o c i a l 
s c i e n t i s t s have i d e n t i f i e d s i x s o c i a l c l a s s e s . S o c i a l 
c l a s s e s show d i s t i n c t p roduc t and brand p r e f e r e n c e in 
such a r e a s as c l o t h i n g , home f u r n i s h i n g , l e i s u r e 
a c t i v i t i e s , au tomobi les e t c . Also the s o c i a l c l a s s e s 
d i f f e r in t h e i r media p r e f e r e n c e s . There a re a l s o 
language d i f f e r e n c e s among the s o c i a l c l a s s e s , s i m i l a r 
p a t t e r n s of o c c u p a t i o n , income, e d u c a t i o n , wea l th and 
o t h e r v a r i a b l e s . 
SOCIAL FACTORS: 
The purchase behav iour of an i n d i v i d u a l i s a l s o 
in f luenced by some s o c i a l f a c t o r s such as r e f e r e n c e 
groups , f ami ly , r o l e s & s t a t u s , 
REFERENCE GROUP: 
A person r e f e r e n c e groups a re t hose groups t h a t 
have a d i r e c t o r i n d i r e c t i n f l uence over t h e p e r s o n ' s 
a t t i t u d e . 
Group having d i r e c t i n f luence are c a l l e d membership 
group . The can be f u r t h e r c l a s s i f i e d as pr imary group 
i . e . wi th which t h e r e i s a f a i r l y con t inuous i n t e r a c t i o n 
i s l e s s con t inuous and more formal . AJ.so people a re 
in f luence by a s p i r a t i o n a l group t h a t i s t he groups t o 
which a person a s p i r e s t o be longs . Thus i n o r d e r t o 
e x p l o i t t h e market , marke te r s must know how t o r each 
t h e op in ion . Leaders ( t hose p e r s o n s ±n a r e f e r e n c e 
group t o which o t h e r t e n d s t o f o l l o w ) . Thus f o r marke te r 
t o r each and in f luence t h e opin ion l e a d e r s i s 
ve ry impor tan t , 
FAMILY: 
The consumers family i s a ve ry impor tan t s o c i a l 
i n s t i t u t i o n which i n f l u e n c e s purchase behaviour fami ly 
can be of two t y p e s . The family of o r i e n t a t i o n 
c o n s i s t s of o n e ' s p a r e n t s and t h e family of p r o c r e a t i o n 
c o n s i s t s of o n e ' s spouse and c h i l d r e n . Both t h e s e t y p e s 
of f a m i l i e s e x e r t an in f luence on t h e p e r s o n . 
Also c e r t a i n produc t c a t e g o r i e s a re t h e r e in which 
t h e involvement and purchase d e c i s i o n v a r i e s as f a r as 
husband and wifes a re concern , 
ROLE & STATUS : 
A person i s a member of d i f f e r e n t group th roughout 
h i s / h e r l i f e . A p e r s o n ' s p o s i t i o n in a group can be 
e x p l a i n in terms of r o l e & s t a t u s . Each r o l e in a group 
r e f l e c t s a c e r t a i n s t a t u s and t h i s r e f l e c t s t h e person 
p roduc t c h o i c e , brand choice e t c , 
EERSONAL FACTOR : 
The buyers age l i f e c y c l e s t a g e , occupa t ion , 
economic c i r c u m s t a n c e s , l i f e s t y l e , p e r s o n a l i t y and 
o t h e r p e r s o n a l c h a r a c t e r i s t i c s in f luence h i s o r h e r 
buy d e c i s i o n s . Young consumers have d i f f e r e n t needs 
and wants from o l d e r consumers . The needs of t h e young 
mar r ied couples d i f f e r from those of r e t i r e d ones . 
Consumers with h i g h e r incomes buy d i f f e r e n t l y from t h o s e 
who have l e s s t o spend. Consumer l i f e s t y l e t h e whole 
p a t t e r n s of a c t i n g and i n t e r a c t i n g in t h e world a r e 
a l s o an impor tant influeixie on buyers c h o i c e s , 
PSYCHOLOGICAL FACTORS j 
F i n a l l y , consumers buying behav iour in i n f luence 
by four major p s y c h o l o g i c a l f a c t o r s 
Mot iva t ion 
P e r c e p t i o n 
Learning 
A t t i t u d e s 
>50TIVATIONs 
Mot iva t ion i s a term which a p p l i e s t o an e n t i r e 
c l a s s of d r i v e s , d e s i r e s , wants and o t h e r s s i m i l a r 
f o r c e s . Motives a re i n t e r n a l t o a pe r sons and a r e they 
h i g h l y complex. A pe r son who has a gooc3 enough under-
s t and ing of what mo t iva t e s people i s l i k e l y t o be a good 
marke te r , 
PERCEPTION J 
A consumer may have a need and he / she may a lso 
be mot iva ted b u t how t h e pe r son a c t s i s in f luenced by 
t h e p e r c e p t i o n of t h e s i t u a t i o n by him o r h e r . 
Percep t ion depends not only o r t h e p h y s i c a l s t i m u l i 
bu t a l s o on t h e r e l a t i o n of t h e s t i m u l i t o t h e 
su r round ings , 
LEARNING : 
Learning d e s c r i b e s t h e changes in an i n d i v i d u a l s 
behav iour a r i s i n g from e x p e r i e n c e . Most human behav iour 
i s l e a r n e d . The importance of l e a r n i n g f r marketes 
i s t h a t they can b u i l d up demand fo r a p roduc t by 
a s s o c i a t i n g i t wi th s t rong d r i v e s and p r o v i d i n g p o s i t i v e s 
r e i n f o r cement. 
BELIEFS & ATTITUDES : 
A b e l i e f i s a d e s c r i p t i v e thought t h a t the 
pe r son ho lds about something. An a t t i t u d e i s a p e r s o n s 
c o g n i t i v e e v a l u a t i o n toward scxne o b j e c t o r i d e a . Thus 
through a c t i n g and l e a r n i n g people acqu i re t h e i r b e l i e f s 
and a t t i t u d e s . These in t u r n in f luence t h e i r buying beha-
v i o u r . . 
Marketers have t o develop as unders tand ing of 
how consumers a c t u a l l y make t h e i r buying d e c i s i o n . They 
roust i d e n t i f y who makes t h e buying d e c i s i o n . T h e type 
of buying d e c i s i o n and the s t a g e s in t h e buying p r o c e s s . 
BUYING ROLES : 
Most p roduc t involve a d e c i s i o n making u n i t 
c o n s i s t i n g of more than one pe r son . These r o l e s t h a t people 
p lay have t o be i d e n t i f i e d because they have i m p l i c a t i o n f o r 
de s ign ing the p r o d u c t . 
We can d i s t i n g u i s h s e v e r a l r o l e s t h a t people 
might p l ay in a buying d e c i s i o n . 
INITIATOR ; The i n i t i a t o r i s a person who f i r s t sugges t 
t h i n k s of the idea of buying t h e p a r t i c u l a r 
p roduc t o r s e r v i c e s , 
INPLUENCER : Person whose advice o r views c a r r i e s some 
weight in making the f i n a l d e c i s i o n . 
DECIDER : Person who u l t i m a t e l y de te rmines any p a r t 
of o r t h e e n t i r e buying d e c i s i o n , i . e . what 
t o buy when^ who, how t o buy e t c . 
BUYER ; The person who makes t h e a c t u a l p u r c h a s e . 
USER : Person who use t h e p r o d u c t , 
STAGES IN THE BUYING DECISION PROCESS ; 
(a) Problem recogni t i sn 
(b) Information search 
(c) Evaluation of a l temat isyes 
(d) Purchase decision 
(e) Post purchase behaviour 
This sequence emphasize that buying process starts 
long before the actual purchase and has consequences long 
after the purchase. It encourages the marketers to focus 
on the buying process than on the purchase decision, 
(a) PROBLEM RECOGNITION : 
The buying p r o c e s s s t a r t s wi th t h e b u y e r ' s 
r e cogn i z ing the problems o r needs . The needs can be 
t r i g g e r e d by i n t e r n a l o r e x t e r n a l s t i m u l i . The marke te r 
need t o i d e n t i f y t h e c i r cums tances t h a t t r i g g e r e d t h e 
p a r t i c u l a r needs o r i n t e r e s t in consumer. 
The marke te r should r e s e a r c h consumer t o f ind out ; -
1) What kind of needs o r problems arose ? 
2) What brought them about , and how they l e a d t o t h i s 
p a r t i c u l a r p roduc t ? 
(b) INFORMATION SEARCH : i 
An around consumer may o r may no t s e a r c h f o r more 
i n fo rma t ion . I f t h e consumer d r i v e i s s t r o n g he i s 
l i k e l y t o buy the o b j e c t t h e n . If n o t , the consumer 
need may simply be s t o r e d in memory. The consumer 
may under take no f u r t h e r s e a r c h , some f u r t h e r s ea rch o r 
a very a c t i v e sea rch f o r informat ion b e a r i n g to t h e 
need. Consumer's in format ion sources f a l l i n t o fou r 
group : -
a) Persona l Sources . _ (Family, F r i e n d s , Neighbour e t c . ) 
b) Commercial S o u r c e s : - ( i n v e r t i s erne n t , s a l e s p e r s o n s 
d e a l e r s and s e l l e r e t c , ) 
c) P u b l i c Sources : - (Mass media, consxaraer r a t i n g 
o r g a n i s a t i o n ) 
d) Exper imental Sources ; - (Examining us ing the p r o d u c t , 
handing) 
c) EVALUATION OF ALTERNATIVES • -
There i s no s imple and s i n g l e e v a l u a t i o n 
p r o c e s s used by a l l consumers. Ce r t a in b a s i c concept h e l p 
through l i g h t on consumer e v a l u a t i o n p r o c e s s e s . The 
f i r s t concept i s t h a t of p roduc t a t t r i b u t e s . Secondly, 
t h e consumer i s l i k e l y t o a t t a c h d i f f e r e n t impor tan t 
weight t o t h e r e l e v a n t a t t r i b u t e s . T h i r d l y , the consumer 
i s l i k e l y t o develop a s e t of brand b e l i e f s about where 
eeich brand stands on each a t t r i b u t e s . Fourth, the 
consumer i s assumed to have a u t i l i t y function of each 
a t t r i b u t e s . 
F ina l ly , the consumer a r r ives at a t t i t u d e s 
(Judgement, Preferences ) toward the brand a l t e r n a t i v e 
through some evaluation procedure. Consumer have been 
found to apply d i f fe ren t evaluation procedure t o make 
a choice among mult iple a t t r i b u t e ob jec ts . 
(d) PURCHASE DECISION; 
The e v a l u a t i o n s tage l e a d s t h e consumer t o form 
p r e f e r e n c e s among the brand in the choice s e t . The consumer 
may a l s o form a purchase i n t e n t i o n . Two f a c t o r s can i n t e r v e n e 
between purchase i n t e n t i o n and purchase d e c i s i o n . They a re 
f i r s t l y a t t i t u d e of o t h e r s and secondly u n a n t i c i p a t e d s i t u a t i o n a l 
f a c t o r s , 
(e) POST PURCHASE BEHAVIOUR : 
After purchasing the product, the consumer w i l l 
experience some level of s a t i s f ac t i on or d i s - s a t i s f a c t i o n . 
The consumer wi l l a l so engage in post purchase 
act ions of i n t e r e s t to the marketer. The marketer »s 
job does not end when the product i s brought but 
continues in to the post purchase per iod. 
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C H A P T E R . I I 
Research Design and Methodology 
Ob jec t ive of t h e Study 
Hypb^thes is of t h e Study 
Research Design P rocess 
RESEARCH DESIGN AND METHODOLOGY 
PURPOSE OF THE STUDY 
The main purpose of t he s tudy u n d e r t a t e n i s t o do 
t h e e x t e n s i v e i n -dep th s tudy of the behav iour of 
s t u d e n t s who shave , t h e i r brand p r e f e r e n c e s and brand 
l o y a l t i e s . By s e l e c t i n g only the s t u d e n t s which 
r e p r e s e n t only one ca tegory of t h e t o t a l sample who 
shave , t he r e s e a r c h e r i s able t o cover a l a r g e r s t r a t a 
of s t u d e n t s which couid not be achieved when o t h e r c a t e -
g o r i e s a r e a l s o inc luded in the sample. The s e l e c t i o n 
of only s t u d e n t s does not lead t o b i a s e d n e s s because 
l o c a l s t u d e n t s a r e excluded from the sample whi le only 
t h e board ing s t u d e n t s a re included who r e p r e s e n t every 
c o m e r of I n d i a and come from d i f f e r e n t walks of l i f e , 
OBJECTIVES OF THE STUDY; 
The fo l lowing l i s t shows v a r i o u s o b j e c t i v e s kept in 
mind p r i o r t o conduc t ing t h e s t u d y . They are as fo l lows : 
1, To know the shares of s tudents who use double-edged 
blades and twin-i>lades. 
2. To find out the r e l a t i v e market share of d i f f e r en t 
brand of shaving b lades . 
3„ To study the extent of brand loyal ty among the s tudents , 
4., To know the ef fect of media on the purchase of shaving 
b lades . 
5» Tb know the reasons for usage of a pa r t i cu la r -b rand and 
what a t t r i b u t e s are l iked, 
6, To loiow the ef fect of income on the brand change, 
7, To know the ef fect of income on the durat ion of usage, 
8, To find out the impact of age on the reasons of shaving, 
9, To know the market share of foreign blades among the studenti 
10.To know the frequency of shave. 
11.To know the extent of p r i ce ef fec t on the s tudents . 
12.To know the reasons as to why students shave. 
m'POTHESIS : 
H.1 . Most of the students use double-edged b lade , 
H. 2. Companies reputa t ion plays an impoirtant ro le in the s e l e c t : 
of a brand, 
H, 3. Blades have a strong brand loya l ty . 
H,4. Advertisements play an important ro le in the se l ec t ion of 
a brand. 
H.5, Increase in the pr ice very much ef fec ts the purchase of 
b lades . 
H,6. Students shave to avoid beard. 
H. 7. Students are a t t r ac t ed by the backaging. 
H.8,- Easy a v a i l a b i l i t y plays an important ro le in brand 
preference. 
H„9. Income has got a d i r e c t e f fec t on the durat ion of usage. 
of shaving blades being used by the s tudents which helped 
in the determination of market share of d i f f e ren t brands. 
The d i f fe ren t types of quest ions being used are open-ended, 
dichotomous and mult iple-choice ques t ions . Examples are 
given below ; 
Q„ 2. An open-ended mult iple choice question as shown below, 
Q„ If you use double-edged b lade , which of the following 
type do you use ? 
a) Erasm ic 
b) Topaz 
c) »365' 
d) Wiltedge 
e) Laser 
f) 7'0' clock Ejtek 
g) Any other, please 
specify 
Q, 10. A dichotomous type question as shown below :-
Q, Have you ever changed your brand ? 
Yes ( ) 
No ( ) 
Questions 9 & 12 are close-ended mul t ip le choice 
questions where the respondent i s l imited t o t i c k fran 
<anong the given a l t e r n a t i v e s . 
RESEARCH DESIGN PROCESS : 
1. Problem Formal at ion : The problen v/as defined as 
consumer purchase behaviour^ brand preference and 
brand loya l ty towards the shaving b lades . 
2. Data Collect ion Approach ; The approach used t o 
c o l l e c t data was 'SURVEY RESEARCH' and the p a r t i c u l a r 
method used was the personal Interview. 
3., Data Col lect ion Tool t Questionnaire i s one of the 
bes t too l for obtaining the primary information, 
therefore i t i s being used. Generally, the quest ion-
nai re i s used t o measure behaviour, demographic 
c h a r a c t e r i s t i c , l eve l of knowledge, a t t i t u d e and 
opinions of the respondents. Since time was important 
fac tor of our survey, quest ionnaires were d i s t r i b u t e d 
among s tudents . 
4« Select ion of brands : The top four brands of double-edged 
and top th ree brands of twin-blades «ere se lec ted for the 
study, 
5« Sampling . 
i) Population : The population includes a l l s tudents 
who shave, 
ii) Sample Frame : Due to various limitations like time, 
resource etc the sampling frame was 
not perfect one. The rough list of 
University bonafide students is prepared 
and class quotawise they were chosen 
*Source si) Tull, D,S, and Hawkins, D.I.: Marketing Research, 
Measurement and Methoa (A text with cases ). 
ii) Churchill s Marketing Research., 
i i i ) Sampling lonit : Every s t uden t of t h e U n i v e r s i t y 
who shave VJBS t aken as a s i n g l e 
u n i t . 
iv) Nature of sample : U n s t r a t i f i ed , convin ience quota 
S e l e c t i o n sample was used. 
v) Sample s i z e : Since t h e whole un ive r s e can no t 
be t aken f o r s tudy , a sample has been 
choosen t o r e p r e s e n t t h e Unive r se . 
The sample s i z e i s of 185 s t u d e n t s . 
v i ) Sample p l a n : All t h e s t u d e n t s were con t ac t ed 
p e r s o n a l l y by t h e r e s e a r c h e r and 
ge t f i l l e d a l l t h e q u e s t i o n n a i r e s 
frc«n them. In o r d e r t o make them 
more c o o p e r a t i v e and t o ge t a good 
r e sponse , t he q u e s t i o n n a i r e s were 
c o l l e c t e d on t h e nex t day keeping 
in view t h a t they remain busy in 
t h e i r s t u d i e s , 
QUESTIONNAIRE FORMULATION; 
The q u e s t i o n n a i r e c o n t a i n s f i f t e e n q u e s t i o n s mainly 
c lose -ended and m u l t i p l e choice t y p e . The q u e s t i o n No.2 
cind No. 3 a re open-ended t o know t h e d i f f e r e n t t y p e s of 
b r a n d s . 
( 
( 
( 
( 
( 
) 
) 
) 
) 
) 
Q..9. To What extent does the price affects you ? 
a) Very much 
b) Much 
c) Little 
d) Very little 
e) Not at all 
Q. 12. Vlhy do you shave ? 
a) to look young ( ) 
b) to look smart ( ) 
c) to avoid beard ( ) 
d) to attract others ( ) 
These type of questions are used to facilitate the 
tabulation process. 
SURVEY; 
It is an important part of the study and is necessary 
to make a complete study of consumers behaviour, their taste, 
v.'ants, desires, needs etc. various effects of independent 
variable like age, income, qualifications were tested. 
For the purpose of the present study (already defined 
earlier) the appropriate topic was selected and problem 
comprehended, objectives of the survey were laid down. 
Accordingly, the questionnaire was prepared keeping in view 
the various ob jec t ives , and purpose of the study. The f ina l 
quest ionnaire was then typed and cyclostyled and the survey 
conducted. The 200 quest ionnaires were d i s t r i b u t e d randomly 
to the s tudents who shave in every r e s i d e n t i a l h a l l s of the 
un ive r s i ty . The researcher t r i e d t o get the forms f i l l e d 
before him to c l a r i f y the confusions and quar ies of the 
respondents. 
The researcher avoided t o contact s tudents res id ing in 
a s ingle-seated room because they are supposed t o be graduates 
or having higher qua l i f i ca t i on . Since t h i s might have led to 
the biasedness in the d i s t r i b u t i o n , s ingle-sea ted rooras are 
ignored. 
Luckily the respondents were very cooperative in giving 
responses and in carrying out t h i s survey. All of the contacted 
s tudents returned the forms duly f i l l e d . Every e f fo r t was 
made to have a free and frank response from the respondents 
since the information required was ought to be r e l i a b l e and 
accura te . 
The alone d i f f i c u l t faced by the researcher was t h a t 
he has to explain the purpose of the study to the majority 
of the s tudents while the quest ionnaires were handed to them 
as few of them took the t rouble in going through the c l e a r l y 
s ta ted object ive a t the top of the quest ionnaire i t s e l f . 
C H A P T E R - I I I 
Analysis and In t e rp re t a t i on of Data 
TABLE .1 
Breakpu of respondents on the basis of frequency of shave 
Frequency of 
shave 
Type 
I n d i f f e r e n t ^ ( 1 4 . 2 8 ) 2(42.88) ^(14.28) ^^(14.28) ^(14.28) ^(lOO] 
(30) (33.33) (13.33) (13.33) (10) (100] 
Ordinary 9 10 4 4 3 30 
(34.92) (31.74) (20.63) (7.93) (4.76) (lOO! 
C a r t r i d g e 22 20 13 5 3 63 
32 33 18 10 
H. ; Genera l ly people shave a f t e r t h r e e d a y s . 
Table : 1 shows t h e r e l a t i o n s h i p between t h e type of 
b l a d e and t h e frequency of shave 32% of t h e t o t a l r e sponden t s 
shaved d a i l y 33% every a l t e r n a t e day, 18% a f t e r t h r e e days and 
7% shaved once a week. Of the 7% peop le who were i n d i f f e r e n t t o 
t h e type of b l ade they used, 14.28% shaved every day, 42.88% 
shaved every a l t e r n a t e day, 14.28% shaved a f t e r two days 14.28% 
shaved a f t e r t h r e e days and 14.28% shaved once a week. 
Of t h e 63% respondent who used c a r t r i d g e b l a d e 
34.92% shave d a i l y , 31.74% shaved every a l t e r n a t e day, 20.63 
shaved every two days , 7.93% shaved a f t e r every t h r e e days 
and 4.76% shaved once a week. 
of the 30% respondents who used an ordinary; blade 
3.33% used the blade once, 16.67% used i t twice 30% used 
i t th ree t ime, 26.67% used i t four times and the r e s t 23.33% 
used i t more than four t imes. 
Thus the hypothesis t ha t a s ingle blade gives 
three shaves is r e j ec ted . 
TABLE - 2 
Breakup of r e sponden t s accord ing t o t ime spent p e r shave . 
Time 
d u r a t ion 
p e r shave 
Type 
Indifferent 
Ordina;ry 
(0) 
(3.33) 
1 
(71.42) 
5 
(70.00) 
21 
(28.58) 
2 
(26.67) 
8 
(0) 
(0) 
(100) 
7 
(100) 
30 
(14.28) (47.63) (38.09) (0) (100) 
C a r t r i d g e 9 30 24 - 63 
10 56 34 - 100 
H : I t t a k e s l e s s t h a n t h r e e minutes f o r a respondent t o shave . 
Table $2- d i p i c t s t h e r e l a t i o n s h i p between t h e type of b l ade 
and t h e t ime d u r a t i o n spent by the r e sponden t s p e r shave^ 10% 
of t h e r e sponden t s spend l e s s than t h r e e minutes p e r shave , 56% 
spend l e s s than f i v e minutes and t h e r e s t 34% spend l e s s t han 10 
m i n u t e s . 
Of the t o t a l r e sponden t s who were i n d i f f e r e n t t o the 
type of b l a d 71.42% spend l e s s t han f i v e m i n u t e s , and 28.58% 
spend l e s s than t en minutes p e r shave . 
63% respondents who used ca r t r idge b lades , 14,28% 
spent l e s s than three minutes, 47.63% spent l e s s than f ive 
minutes and the r e s t 38.09% spent l e s s than Lten . minutes 
per shave. 
Those who used ordinary blades i , e . 30% of the 
t o t a l respondents , 3.33% spent l e s s than th ree minutes 
per shave, 70% spent l e s s than f ive minutes and 26.67% spent 
l e s s than ten minutes per shave. 
As the percentage of respondents who spent l e s s 
than five minutes per shave i s 56% the hypothesis i s not 
accepted. 
TABLE-3 
Showing r e sponden t s on the b a s i s of shaves p e r b l a d e 
Shave 
p e r 
b l a d e 
Type a b c d e 
(0) (14.28) (42.86) (O) (42.86) (100) 
I n d i f f e r e n t - 1 3 - 3 7 
(3.33) (16.67) (30.00) (26.67) (23.33) (lOO) 
Ordinairy 1 5 9 8 7 30 
(1.59) (11.11) (15.87) (15.87) (55.56) (lOO) 
Cartr iclge 1 7 10 10 35 63 
2 13 22 18 45 
H- : A s i n g l e b l a d e g ive s t h r e e shaves . 
Table : 3 i s designed t o f ind out t h e r e l a t i o n s h i p between 
t h e number of shaves a b l ade g i v e s and t h e type of b l a d e . 
14.28% of t h e r e sponden t s who a r e i n d i f f e r e n t t o t h e 
type of b l a d e (7% of t o t a l respondent ) wse t h e b lade t w i c e , 
42.86% more than ifiour t i m e s . 
Of the 63% responden t s who use c a r t r i d g e b l a d e s , 
55.56% shaved more than four t ime wi th a s i n g l e b l a d e , 15.87% 
shaved four tirae and a l s o t h r e e t i m e , 11.11% shaved tw ice 
wi th a s i n g l e b l a d e and 1.59% shaved onle once. 
Of the 30% respondents who used ordinary blades , 
30% shaved every day, 33,33% shaved every a l t e r n a t e day, 
13.33% shaved every two days, 13.33% shaved a f t e r th ree 
days and 10% shaved once a v/eek. 
On the bas i s of the above f indings , the hypothesis 
t h a t general ly respondents shave a f t e r every three days i s 
r e j ec ted . 
Table -4: Showing period of usage of cartridge blades 
Period 
of usage 
age 
(in yrs) 
Type of 
blade 
( 4 2 . 8 6 ) - ( 1 4 . 2 9 ) ( 1 4 . 2 9 ) ( 2 8 . 5 6 ) (100, 
I n d i f f e r e n t 3 1 1 2 7 
(101 
O r d i n a r y 
( 1 4 . 2 9 ) ( 1 2 . 7 0 ) ( 2 3 . 8 1 ) ( 2 6 . 9 8 ) ( 2 2 . 2 2 ) (100 
C a r t - 9 8 15 17 14 63 
r i d g e (90 
1 2 ( 1 7 . 1 4 ) 8 ( 1 1 . 4 3 ) 1 6 ( 2 2 . 8 6 ) 1 8 ( 2 5 . 7 1 ) 1 6 ( 2 2 . 8 6 ) 70(100 
H^ : Most persons have been using cartridge blades : for the 
post two years. 
The above tab le shows the breakup of respondents 
according t o the time period (in years) they had been using 
ca r t r idge b lades , 17.14% had been using the blade for the 
pas t 1 years , 11.43% for the pas t 2 years 22.86% for the pes t 
3 years , 25.71% for the past four years and the r e s t 22,86% 
for more than 4 years . 
On t h i s bas i s we r e j ec t the hypothesis t h a t most 
of t he respondents using ca r t r idge blade have been using i s for 
the past 2 years . 
TaJole :5 - Dipict ing whether respondents had used 
ordinary blade before 
V-Jhether used 
ordinary 
blades 
before 
Type 
Indi f fe rent 
Ordinary 
Cajrtridge 
(100) 
7 
(100) 
30 
(66 ,66 ) 
42 
79 
(0) 
0 
(0) 
0 
( 3 3 . 3 4 ) 
21 
21 
(100) 
7 
(100) 
30 
(100) 
63 
100 
H . Those persons who are using ca r t r idge blade have not 
used ordinary blades before. 
From the above t a b l e 5 i t i s seen tha t 79% had used 
ordinary blade before . Taking out the 30% who are at 
present are ordinary blade users 49% of the respondents had 
used ordinary blades at one time or the other as compared to 
21% v.'ho had not used ordinary blades at a l l . 
On the bas i s of the above analys is the hypothesis tha t 
those persons who are using car t r idge blade (63%) had not 
used ordinary blades is re jec ted as 66,66% had used ordinary 
blades and only 33.34% had through^^out used ca r t r idge b lades . 
TABLE ; 6 
Showing ranfes f o r a t t r i b u t e s 
R,3lik (7) (6) (5) (4) (3) (2) ( l ) T o t a l Compos i t . 
- „ we igh Rank 
A t t r . i i ) u t e s 1 2 3 4 5 ^^ge 
(14) (30) (25) (48) (54) (48) (34) 
2 5 5 12 18 24 34 (253) VI 
(91) (72) (130) (72) (45) (28) (2) 
13 12 26 18 15 14 2 (440) I I I 
(181) (174) (45) (56) (30) (16) (4) 
26 29 9 14 10 8 4 (507) I 
(56) (102) (mo) (6) (39) (22) (16) 
8 17 20 15 13 11 16 (395) V 
(49) (102) (105) (88) (21) (30) (11) 
7 17 21 22 7 15 11 (406) IV 
(252) (66) (65) (52) (42) ( l 6 ) (5) 
36 11 13 13 14 8 5 (498) I I 
(56) (54) (30) (24) (69) (40 (28) 
8 9 6 6 23 20 28 (301) V l l 
j P a r e n t h e s i s g i v e t h e w e i g h t { 
The above T a b l e : 6 g i v e s t h e c o m p o s i t e r a n k s of t h e 
d i f f e r e n t a t t r i b u t e s / f a c t o r s wh ich a r e s p o n d e n t l o o k s f o r in 
a b l a d e he u s e s . A c c o r d i n g l y i t i s s een t h a t r e s p o n d e n t s go i n 
f o r S a f e t y i n t h e v e r y f i r s t c o u n t , s h a r p n e s s i s r a n k e d s e c o n d , 
e a s y h a n d l i n g t h i r d , l o n g l a s t i n g f o u r t h , h y g i e n e f i f t h l e s s p r i c e 
s i x t h and a f t e r shave r e l i e f i s r a n k e d ^ l a s t . 
C H A P T E R - I V 
Conclusion & Recommendation 
CONCLUSIONS AND RECOM-IEI^ ATION 
After thorough a n a l y s i s of t h e f i n d i n g s of the survey 
some ve ry p e r t i n e n t in fo rmat ions are ob ta ined i-^hich have 
f a r r each ing marke t ing i m p l i c a t i o n s . The f a c t s so ob ta ined 
could be used by the marke t e r s of r a z o r b l a d e s i n t h e c o u n t r y . 
With r e f e r e n c e t o t h e consumer behav iour towards t h e 
purchase of shaving b l a d e s , t h e s t u d e n t s shave t o look smar t . 
The m a j o r i t y of them shave twice a week and buy a pack in a 
s i n g l e t ime faiom t h e market . 
The random d i s t r i b u t i o n of q u e s t i o n n a i r e s r e v e a l s t h a t 
7.5% of t h e t o t a l sample of s t u d e n t s use f o r e i g n b l a d e s whi le 
92.5% i s shared by t h e Ind ian b l a d e s . Thus, t h e m a r t e t i s 
dec reased s l i g h t l y as f a r as t h e s t u d e n t s a re concerned. 
In t h e brand p r e f e r e n c e , m a j o r i t y of them look f o r 
q u a l i t y and give e x t e n s i v e weightage t o i t whi le n e g l i g i b l e 
importance i s g iven t o t h e easy a v i a l a b i l i t y o r conpanies 
r e p u t a t i o n o r a t t r a c t i v e packag ing . Thus manufac tu re r s must 
t a k e care of t h e q u a l i t y of t h e b l a d e s . Topaz comes out t o be 
t h e market l e a d e r wi th a sha re of 41.9% out of a t o t a l sample 
in t h e double -edged b lade c a t e g o r y . 
In t h e case of t w i n - b l a d e s , willman i s most p r e f e r r e d 
sha r ing 44.9% of t h e t w i n - b l a d e marke t , as f a r as s t u d e n t s 
a r e concerned. 
All of the sutdents are l i t t l e affected by p r i ce 
i . e . they are qua l i ty conscious and not pr ice conscious. Since 
' l i t t l e ' i s the mediocre cho:^ce among t h e other a l t e r n a t i v e s 
given, therefore they might be affected in case the p r ice 
goes up. 
In the media e f fec t iveness , f r iends play the most impoi 
r t a n t ro le for double -edged blades while advertisements 
for twin - t r a c k b lades . The l a t t e r looks l o g i c a l , since the 
twin - t r a c k system i s comparatively nev; concept and one -
fourth of the sample are using, i t . Therefore the manufa-
c tu re r s of twin-blade system must give great emphasis ©n 
advertisements espec ia l ly on t e l ev i s i on and magazines e t c . 
Brand loyal ty i s high in twin-blades and low in 
double edged blades but when we see the reasons for t h e i r 
change t o other brands, majority of them, reported j u s t for 
change. I t means t h a t though they are s a t i s f i e d with t h e i r 
brands, they t ry to t e s t other brands also may be t o get 
the b e t t e r qua l i ty b lades . 
QUESTIONNAIRE 
A P P E N D I X - I 
D e a r S t u d e n t , 
The p r e s e n t s u r v e y i s a p a r t of t h e d i s s e r t a t i o n work 
u n d e r t a k e n by me a s a p a r t i a l f u l f i l m e n t f o r t h e r e q u i r e m e n t of 
t h e P , G.D.M.M. d e g r e e . The c o n c l u s i o n drawn from t h e s u r v e y w i l l 
be d e p e n d a b l e upon y o u r v a l u e d c o - o p e r a t i o n i n r e p l y i n g f r e e l y 
and f r a n k l y t o t h e q u e s t i o n s l i s t e d b e l o w . Your r e p l i e s w i l l 
b e u sed p u r e l y f o r academic a n a l y s i s and w i l l be k e p t s t r i c t l y 
c o n f i d e n t i a l . 
T h a n k s , 
( SHER ALI KHi^) 
D e p a r t m e n t of B u s i n e s s Admin 
A.M.U. A l i g a r h . 
QUESTIONNAIRE 
Q. 1 . V^ich t y p e of s h a v i n g b l a d e do you u s e ? ( ) 
a) D o u b l e - e d g e d ( ) b) T w i n - b l a d e s ( ) 
Q. 2 . I f you use d o u b l e - e d g e d b l a d e , which of t h e f o l l o w i n g 
t y p e you use 
a) Erasmic 
c) 365 
e) Laser 
g) Other, please i 
( 
{ 
^ 
specify 
) 
) 
) 
b) 
a) 
f) 
Topaz 
Wilt edge 
7*0 clock 
Ejtek 
( 
( 
( 
) 
) 
) 
C . 3 . I f you use t w i n - b l a d e , which of t h e f o l l o w i n g t y p e you use ? 
a) G a l l a n t I I ( ) b) Willman ( ) 
b) Savage ( ) d) O t h e r , p l e a s e . . . 
s p e c i f y 
Q. 4. V^at i s t h e frequency of your shave ? 
a) Dai ly ( ) b) A l t e r n a t e days ( ) 
c) Tvjice a week ( ) d) Weekly ( ) 
e) More than a week ( ) 
Q. 5. How many b l a d e s you buy a t a s i n g l e t ime ? 
a) S ing le b l a d e ( ) b) Less than 5 b l a d e s ( ) 
c) One p a c k ( o r t u c k ) ( ) d) More t h a n one pack ( ) 
Q. 6. How d id you come t o know about t h i s brand f o r the 
f i r s t t ime ? 
a) From family menbers ( ) b) From MverlLisements( ) 
c) From Fr iends ( ) d) From S e l l e r ' s ( ) 
e) Othe r , p l e a s e spec i fy 
Q. 7. Why do you use t h i s brand ? 
a) Because of high q u a l i t y ( ) 
b) Because of a t t r a c t i v e packaging ( ) 
c) Because of companies r e p u t a t i o n ( ) 
Q. 8. Why do you shave ? 
a) To look young ( ) 
b) To look smart ( ) 
c) To avoid beard ( ) 
d) To a t t r a c t o t h e r s ( ) 
Q.9. Some demographic in format ion ? 
I ) Age J (a) 15-25 y r s . (b) 25-35 y r s (c) 35-45 y r s . (d) 45 yr£ 
and above 
I I ) O c c u p a t i o n : a) Serv ice ( ) (b) Bus iness ( t" 
c) o tuden t ( ) (d) Any o t h e r spec i fy 
I l l ) I n c o m e group ; 
a) Rs. 1000- 1500 ( ) b) Rs. 1500-3000 ( ) 
c) Rs. 3000-4000 ( ) d) Rs. 4000- and above ( 
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